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1 INTRODUCTION 
I had operated as one of the social media managers for Kiinteistömaailma Asuntolaune for 
several years at the time of writing this thesis. This included occasionally generating con-
tent mainly on the social media platform Facebook. During these years I became inter-
ested in what are the aspects in a social media post that attract the most engagement in 
readers. An outline started to form shape and with the help of the case company’s found-
ing entrepreneur I started to realize the potential for study in the work. 
The key topics in this thesis are social media marketing and especially marketing in the 
social media platform Facebook. There are a multitude of ways to approach research 
when investigating phenomena related to these topics. This thesis aims to find interesting 
correlations and parallels in social media content between two time periods. The core 
company for this research is the fore-mentioned Finnish real estate company Ki-
inteistömaailma Asuntolaune. 
1.1 Thesis value 
For businesses, social media can be utilized in a multitude of ways. Because it is simple 
for an individual to create social media post, the post should be as efficient as possible. 
As illustrated in Image 2, it is a high probability that a businesses’ customers use social 
media daily. Because there are many subtle nuances in social media content generation, 
the core value of this thesis is to inform the reader on what kind of social media content 
should a business focus on. The secondary value of this study is to provide the knowledge 
for a better understanding of digital marketing, social media and the content types availa-
ble. Not all businesses need a dedicated social media manager. This study provides the 
groundwork for anyone, even the CEO, to generate as efficient social media as possible 
with the tools available in Facebook. Especially in as competitive field as real estate bro-
kering, efficient social media management could be the defining factor for success. 
Digital marketing is a broad concept that covers a multitude of different concepts, such as 
search engine optimization, email marketing, content marketing and social media market-
ing. This study focuses mainly on social media marketing. The other concepts are ex-
plained for better understanding of the broader phenomenon. Focusing on social media 
marketing and especially Facebook marketing is relevant because the main research 
question requires key knowledge in these areas. 
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1.2 Research questions 
The general purpose of the study is to find out what type of content in social media is most 
efficient for follower engagement. While it is easy for anyone to produce social media mar-
keting content, the content itself might not be most efficient in terms of gathering possible 
likes and shares for example. This study aims to figure out the formula for most engaging 
results in social media content. Thus, the key question the thesis aims to answer is the fol-
lowing: 
 What kind of social media content provides the most engagement in potential cus-
tomers? 
There are a lot of nuances to the core question. The core question, while broad, has a set 
agenda. The choice of words in the research question is key because there are countless 
ways one could categorize social media content. The challenge is to find parallels be-
tween all the different ways social media content can be categorized. All this data must be 
compiled and analyzed in order to find the potential correlations. Throughout this thesis, 
the term engagement refers to the different ways a Facebook user performs actions on 
pieces of social media content (Facebook 2020). 
Another objective is to provide a deeper understanding of the subject matter. I have se-
lected key subjects for discussion. The sub-questions are in parallel with the core question 
and help in focusing the research to results that are relevant in this thesis. The additional 
sub-questions are the following: 
 Is there a specific type of media content that attracts more engagement on aver-
age than others? 
 What effect does paid advertising on Facebook have on engagement numbers? 
 Does content unrelated to the product or service being sold provide more engage-
ment in followers? 
This thesis is divided into four chapters. The first chapter acts as an introduction to the 
topic and expands on the actual thesis overview. The second chapter provides information 
about the research methodology used in this thesis. The third chapter is reserved for ex-
plaining the core concepts of digital marketing, social media and an emphasis on the so-
cial media platform Facebook. The fourth chapter is for explaining the core company and 
the social media marketing plan. The fifth chapter dissects the research findings and pro-
vides conclusions for the research questions. The final sixth chapter summarizes the the-
sis and provides closure. 
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2 RESEARCH METHODOLOGY 
The study is done by utilizing Facebook data of a mid-size company, making the study rel-
atively small in scale. This does not mean that the results cannot be scaled upwards or 
downwards. All businesses, no matter the size, follow the same principles of social media. 
The content producer creates a post that can be a poll, a video, a picture or many other 
types of illustrative or textual content. All of this is the same for all business sizes. The 
data provided is 100% by individual consumers. 
The purpose of social media presence for real estate businesses such as the core com-
pany is to provide content from business to consumer. This Business-to-Consumer 
method of business is the process of selling products or services directly from the busi-
ness to the individual consumer. This business model is more commonly referred to as 
B2C and it is common in most sales-oriented entrepreneurial fields. (Investopedia 2020.) 
The core company works mainly as a B2C business. The data is that of a real estate com-
pany, but the results can be applied to most B2C-businesses. While it is rare in a small to 
mid-sized real estate company, it is possible for such a company to broker real estate to 
other business. Thus, for the sake of simplicity, the data gathered by the core company is 
treated as all participants being individual consumers. The probability of another business 
in the raw data is minimal and irrelevant to the core question. 
2.1 Research approach 
This thesis uses a case study research approach. The selected research company is Ki-
inteistömaailma Asuntolaune, a franchised real estate agency based in Lahti, Finland. The 
research question is aims to find answers to a relatively broad question and is not pre-
sented as a hypothesis. There are two broadly used research methods: inductive and de-
ductive research. According to Dr. Deborah Gabriel, deductive approach usually begins 
with a hypothesis and attempts to find proof in the data to prove an established hypothe-
sis. However, inductive research is focused on exploring new phenomena or looking at 
previously researched phenomena from a different perspective. (Gabriel 2013.) Thus, re-
search is approached primarily on an inductive level in this thesis. The inductive research 
approach is also expanded to the additional secondary research questions. 
The research of this study compares two timeframes of the core company’s social media 
content. The time of year for both study periods are the same. Studying two timeframes in 
the same time of year eliminates the possibility of seasonal fluctuations in the results. This 
means that the same holidays are given the same treatment in social media for both study 
periods. According to a study by Paul Schulze, the amount of social media engagement 
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always increases during bad weather and reactions to social media content increases 
42% on average when the sun is not shining. (Schulze 2013.) Winter is known to be a 
darker season that summer. If the other time period had been winter and the other during 
summer, additional discussion would arise on whether the results should be scaled up-
wards or downwards according to the season. This way it is also not possible the other 
period having more national holidays, for example. If the other study period was set during 
the winter and the other during the summer, it would create another issue with Christmas 
greetings being potentially more engaging among followers than Mid-Summer greetings. 
Another issue would arise with the other timeframe having potential seasonal differences 
in follower engagement. 
It is important that the two timeframes are both summer periods, because those periods 
had the most amount of social media posts for the core company in terms of quantity. This 
provides more data for the study. The periods in question are the summers of 2018 and 
2019. The exact dates for this study are 1.6.2018 – 31.8.2018 and 1.6.2019 – 31.8.2019. 
As previously stated, Facebook was chosen as the sole social media network due to the 
core company selling products and services that tend to be for people of older age. Thus, 
as Facebook has a relatively high average age of users, it is the perfect platform to reach 
the target audience.  
2.2 Research methods 
All data for this thesis is gathered via Facebook analytical tools on select timeframes. The 
data gathered is studied utilizing a mixed research method. There are three main ap-
proaches to research: quantitative, qualitative and mixed methods research. Quantitative 
and qualitative research methods require the use of surveys to gather data directly from 
participants. Mixed methods research is the approach that combines and analyzes statisti-
cal data with deeper contextual insight. (University of Newcastle Library guides, 2020.) 
Mixed Methods research method is used for this thesis because there is no need to con-
vey questionnaires, interviews or other surveys for the research question to be answered. 
The data is gathered by Facebook analytical tools that allow the researcher to gather data 
from the businesses’ social media history. This data is separated and categorized accord-
ing to the type of content. The quantitative metrics used in this thesis are comparing differ-
ent types of engagement in relation to the method of visual media and flair.  
As mentioned in previous chapters, engagement refers to the different ways a Facebook 
user can interact with the piece of posted social media content. This includes all opera-
tional actions, such as reactions, likes, comments, shares, views and clicking on links. 
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(Facebook 2020b). Engagement is the most important metric in this study. Engagement 
provides the possibility of highlighting effectiveness in social media content. Throughout 
this thesis, the different areas of engagement are left unstudied and engagement in its’ 
entirety is treated as the key parameter for answering the research question. 
Engagement is compared to the different types of visual media, content purpose and con-
tent flair. To analyze the type of visual media, we can use plain quantitative statistics in 
the raw data provided by Facebook analytical tools. The different types of visual media 
are as follows: 
 Picture 
 Video 
 Shared video 
 Link 
 Collage 
While most of these visual media content types are self-explanatory, some are not. Pic-
tures are the use of individual pictures for a Facebook post. For a piece of Facebook con-
tent to be categorized as a picture, no more than one picture must be used. The visual 
media content type collage is for posts that utilize more than just one picture. Facebook 
allows videos to be uploaded directly to the platform, causing it to be one of the categories 
in visual media content. Shared videos differ from the other video-category due to them 
not being directly uploaded and embedded to the platform. To be classified as a shared 
video, the content must be shared from another Facebook page. When sharing content 
from an external website other than Facebook, it falls under the Link category.  
The content purpose and flair are abstract metrics for differentiating sales-oriented content 
from seasonal greetings or other fluff pieces. Facebook analytical tools do not provide 
quantitative means to analyze and differentiate these aspects from the social media con-
tent. Thus, to analyze flair and content purpose, I contextualize and use mixed research 
methods to categorize the social media content according to these metrics. The metrics 
for content purpose and flair are as follows: 
 Sales-oriented content 
 Fluff content 
Sales-oriented content is the attempt of directly pushing individual or multiple available 
real estate options to consumers. Pieces of fluff content are seasonal greetings, links to 
articles, congratulations and everything else that does not attempt to directly attract cus-
tomers by showcasing visual content of available real estate. 
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3 CORE CONCEPTS 
Even before people had a name for it, marketing co-existed hand in hand with trade when 
early humans started exchanging goods for services or vice versa. Throughout the ages, 
traders have sought to lure in customers using different methods. It is as of late, that these 
methods have evolved to the digital marketing concepts we are familiar with today. 
Social media has over the years become a vital platform in the marketing landscape. 
Large corporations and rising enterprises especially have invested ever increasing 
amounts in social media presence and activity. The following subchapters explain the the-
oretical framework and core concepts that are relevant in this thesis. The first concepts 
that one needs to know are the different ways of marketing with a heavy emphasis on digi-
tal marketing. The other half of theoretical framework is reserved for the explanations of 
social media and especially the social media platform Facebook. 
3.1 Marketing 
Before tackling on the terminology and areas of digital marketing, one must understand 
the core theory of marketing itself. The concept of marketing refers to the different ways 
and activities a company does to promote a certain service or product. (Twin 2020.) The 
basic purpose of marketing is to attract a potential consumer into becoming a customer. 
Marketing has become such a staple of society that it can be truly seen everywhere. The 
art of marketing has evolved to the point where it is a respected academical field. 
The seven P’s of marketing, the Marketing mix, is one of the most popular tools marketers 
use for creating marketing content. However, I’m not using it for content creational pur-
poses, but rather utilizing the concept as an effective tool for explaining the principles of 
marketing. The marketing mix covers all essential areas of marketing. The concept of a 
marketing mix was first brought upon by professor James Culliton in 1940. The Culliton 
model originally used just four P’s and has over the years been tweaked and improved 
upon by several academics. The variation of the core Marketing mix model that is most 
used today is referred to as the Booms and Bitner model. (Silcox 2018.) 
The seven P’s of marketing are price, promotion, physical evidence, people, product, pro-
cess and place. Potential marketers must take all these all these into consideration when 
creating marketing content. The methods are clearly illustrated in Image 1. Within the orig-
inal model, price is the cost of the product, product is the actual matter or service being 
sold, promotion is the method of providing the content in the eyes of the consumer and 
place is the physical location where the marketing is taken place. These are the original 
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four P’s in the first iteration of Marketing mix. The latest additions to the model are physi-
cal evidence, people and process. Physical evidence could for example be the product 
packaging or the layout of the physical store, people is the employees and human contact 
when promoting the product or service and lastly process is everything related to the 
background operations when creating or delivering the method of marketing to the con-
sumer. Putting all the areas of marketing mix together creates the best possible image for 
the core concept of Marketing. (Lake 2019.) 
 
 
Image 1 Service Marketing Mix (Silcox 2018) 
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3.2 Digital Marketing 
The cultural climate of the 21st century is embedded with an overwhelming importance in 
digital utilizations for marketing. It has already been surveyed in 2018, that within s sam-
ple size of 351 small businesses, 64% have a website as contact channel with customers. 
On the remaining percentage of small businesses without a website, 58% planned on 
building one for themselves by the end of the same year. Even though owning a functional 
website is just one aspect of efficient digital marketing, the study results of its’ importance 
is staggering. (Delgado 2018.) 
Digital marketing is an extension to the greater marketing concept. It utilizes most, if not 
all, the aspects of the marketing mix but uses them in digital channels such as the inter-
net, mobile devices, search engines and social media. The term digital marketing is a 
broad concept itself and covers a large landscape of varied commercial methods. The dif-
ferent channels of digital marketing are website marketing, Pay-Per-Click (PPC) advertis-
ing, content marketing, email marketing, affiliate marketing, video marketing, SMS mes-
saging and social media marketing. (Barone 2020.) 
For a business to have a functional website, the business is already practicing website 
marketing. A website is the medium that is necessary for executing online marketing cam-
paigns. However, a functional website is not necessary to reach potential customers. 
Businesses can also use email, social media, video sharing platforms, SMS messaging 
and affiliate marketing to promote products and services. Email marketing is said to be 
one of the most effective digital marketing channels. To practice email marketing, the 
business generates emails that are sent to potential customers or people that are inter-
ested in the businesses’ brand. Efficient email marketing should not be confused with 
spam email messages, even though that is the general opinion people have on the art. 
Video marketing is the use of video sharing platforms such as YouTube to generate and 
share content. In addition to businesses, SMS messaging is often utilized by nonprofit or-
ganizations and political campaigns. SMS messaging is the method of sending text mes-
sages about latest promotions or products and services to potential customers. Affiliate 
marketing is the utilization of influencers to promote a businesses’ products and services. 
Affiliate marketing is said to be one of the oldest marketing methods still used today. So-
cial media marketing is the most essential of these channels in this thesis and is thus 
given more depth in following chapters. (Barone 2020.) 
PPC Advertising is the use of paid advertisements in the internet. These PPC campaigns 
are set by businesses on search engines or social media platforms to showcase specific 
advertisements to consumers that search terms related to the specific products of 
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services. These PPC campaigns are often carefully segmented by personal de-
mographics, interests and geographical factors. (Barone 2020.) 
One key method of digital marketing that utilizes all fore-mentioned channels is Search 
Engine Optimization (SEO). SEO is the practice of increasing traffic to a specific website 
through organic search engine results. Organic search engine results all the different 
searches people make using search engines such as Google and Bing. With a proper 
SEO plan, a business can attract customers that were in no intention to ever being poten-
tial customers. For a real estate example, if Kiinteistömaailma were well versed in search 
engine optimization, the home page of Kiinteistömaailma would pop up every time a per-
son would search real estate in search engines in Finland. (Moz 2020.) SEO practices can 
also be utilized in social media marketing. A well thought of SEO plan does not neces-
sarily need to direct the result to a private domain. 
3.3 Social Media 
Nobody really knew what would become of social media after the first social media plat-
forms were introduced to the masses. What started as something quirky has become one 
of the true defining pillars of modern society. In a survey done by Statista.com in March 
2019, more than one thousand responders admitted to using at least one social media 
platform daily. The second most commonly used social media platform in Finland is Face-
book after the instant messaging service WhatsApp. As illustrated in Image 2, 54% of all 
respondents in the questionnaire use Facebook daily. (Statista 2020.) The impact of social 
media can easily be seen in our daily lives. Social media has evolved into a dominant pil-
lar in our society. 
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It is difficult to pinpoint the origin of the term social media. Multiple people throughout the 
years have laid claim to the invention of the title, ranging from as far back as the early 
1990’s. While it may not be productive to dwell on the words’ origin, it is without a doubt 
that social media has become a true monolith of modern culture. One of the people claim-
ing to have invented the word has additionally said that as all media is bound to become 
social, the term itself will be ultimately become obsolete. (Bercovici 2010.) 
There are many ways the concept can be defined. The best definition for the term is pro-
vided by the Merriam-Webster dictionary. The fore-mentioned dictionary defines social 
media as following: 
Image 2 Share of daily social media usage Finland 2019, by platform (Statista 2020) 
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Forms of electronic communication (such as websites for social networking and mi-
croblogging) through which users create online communities to share information, 
ideas, personal messages, and other content (such as videos) (Merriam-Webster 
2020). 
Social media is a landscape of applications and websites designed for the purpose of al-
lowing swift real-time content sharing between people. The term is often misconceived as 
being the catalogue of apps on a smart device. Even though a significant portion social 
media services have laid focus on the mobile market, the term cannot be reliably applied 
to the entire catalogue of smart applications. (Hudson 2019.) 
3.3.1 Social Media Landscape 
As the personal computer became a common consumer product somewhere between 
1980’s and 1990’s, so emerged the first social media platforms. There have been several 
social media sites throughout the history of internet, of which many have failed to stand 
the test of time. The first credited social media platform was the website Six Degrees. The 
website was launched in 1997. Afterwards throughout the following years, many other so-
cial media platforms such as Friendster, LinkedIn, Myspace and Facebook started opera-
tions. Many of these are recognizable today due to relevance or sheer cultural impact. 
(Jones 2015.) 
The social media climate today has evolved dramatically throughout the years. By the be-
ginning of 2020, Facebook is the most active social media platform ranked by the amount 
of total active users. As it is clearly illustrated in image 3, there is a clear placing and a 
dominant platform for each type of social media service provider. For example, YouTube 
has the most users for pure video sharing social media content, and WhatsApp messen-
ger is a clear number one for instant messaging between consumers. (Statista 2020.) The 
instant messaging service Facebook messenger is a separated application from the main 
social media platform. 
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Image 3 Most popular social networks worldwide as of January 2020, ranked by number 
of active users (Statista.com 2020) 
3.3.2 Social Media Marketing 
When a business uses social media platforms and other social networks to promote prod-
ucts and services, the business practices social media marketing. Social media marketing 
is an essential channel in the broader landscape of digital marketing. Social media mar-
keting is often utilized to reach new customers and to engage with pre-existing customers. 
Marketing in social media is particularly efficient in promoting desired culture, mission and 
tone to consumers. Social media networks often provide embedded tools for analyzing 
data. (Kenton 2018.) 
There are several strategies used in social media marketing. One major strategy is to gen-
erate messages and develop content with the goal that followers would engage with as 
much as possible. A key component in social media is gathering of demographical, 
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geographical and personal data. Social media networks often provide embedded tools for 
analyzing data. For reference, all quantitative data in this thesis is provided by Facebook 
analytical tools. By analyzing data and mixing it with key demographics of followers, social 
media marketers can tailor posts and messages to what resonates the most with follow-
ers. This tailoring can also be utilized to attract the type of demographics the business 
wants to have as customers. (Kenton 2018.) 
Another key strategy in social media content is to generate content that captivates peo-
ple’s attention. By ensuring that the piece of social media content is as captivating as pos-
sible, the possibility of engagement or the person becoming a customer is increased. 
Businesses often aim to create content with the goal of becoming viral. For content to be 
viral, the content must be shared between multiple outlets and generate engagement 
numbers that are way above median for the business. Social media content that is against 
the business can also become viral, which highlights the importance in understanding the 
social media marketing landscape. (Kenton 2018.) 
3.4 Facebook 
Facebook is arguably the most influential social media platform in history. It is the second 
most daily used social media network in Finland. The company was founded in 2004 by 
Mark Zuckerberg and three other students of Harvard University. Throughout its exist-
ence, the company experienced multiple privacy concerns but has managed to establish a 
stable foothold in the wide social media landscape. (Hall 2020.) 
The social media landscape is vast and covers a magnitude of platforms. This study is fo-
cused solely on the social media platform Facebook. The core company has always had a 
larger presence on this platform than in any other commonly used social media provider in 
Finland. As illustrated in Image 2, Facebook has the second most daily users of any social 
media platforms in Finland. It is arguable, that Facebook is in truth the most used social 
media platform for vast content sharing. Whatsapp, the most daily used social media plat-
form in Finland, is mostly used for direct messaging between individuals and groups. Fa-
cebook works as an ideal platform for this study due to its’ popularity with the Finnish peo-
ple. Facebook also has a surprisingly high median-age compared to most other social me-
dia platforms (Sweney 2018). The older average age in Facebook fits well with the core 
company’s business model, as people buying real estate often tend to be older than teen-
agers or young adults.  
Facebook operates within the same core rules as any other social media platforms. Regis-
tering as a user for the service is free and allows the user to choose a profile picture, 
14 
cover photo and multiple other options for personalization for the individual profile. Face-
book users can send friend requests to other users and thus expand their sphere and in-
fluence in the platform. Content sharing in Facebook is done via posts. Posts are photos, 
videos, text or any form of visual content that users can create to share with their friends 
on Facebook. Facebook users can also engage with content created by businesses or 
other people. The different methods of engagement are listed in previous chapters. Face-
book has a plethora of features such as live streaming, direct messaging and games, but 
those are not relevant in this thesis. (Chi 2020.) 
3.5 Marketing on Facebook 
As a social media platform, Marketing in Facebook covers all the social media marketing 
methods listed in a previous chapter. There are various ways to promote a business by 
modifying and personalizing the businesses Facebook profile. Content marketing in Face-
book is done by posts. Facebook also has various analytical tools for analyzing de-
mographics. (Conley 2020.) 
Paid advertising in Facebook is possible with the Facebook Ads Manager tool. The tool 
allows the marketer to choose objectives for the Facebook advertisement. There are 15 
objectives categorized in three groups to choose from. All the objectives are visualized in 
Image 4. The first objective group, awareness, covers the objectives that generate interest 
in the product or service. The second objective group, consideration, lists objectives that 
aim to initiate intrigue about the business. The third group of objectives, conversion, are 
the methods for encouraging people to be interested in becoming a customer. (Lee 2018.) 
 
Image 4 Objectives in Facebook advertisements (Lee 2018) 
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After the objectives are set, target audience and budget are to be determined when gener-
ating an advertisement in Facebook. The target audience can be customized entirely by 
selecting key demographics, such as, location, age, gender, languages, interests, behav-
iors and connections. Location narrows the geographical reach of the advert to a specific 
area that is to be presented. Age, gender and languages are all objective demographics, 
that also narrow the target audience to a group that is most likely to be interested in the 
advertised product or service. Interests are all the pages that the target audience is follow-
ing on Facebook. For example, if a business wanted to create an advert to sell car-related 
products or services, the business would select cars as an interest group for the adver-
tisement. By doing this, the car-related advertisement would show up to people already 
following car-related pages in Facebook. Behaviors and connections are options to narrow 
the target audience to people that use certain devices and people that have certain con-
nections linked to their Facebook profiles. (Lee 2018.) 
The next step when generating Facebook advertisements is to create a budget for the ad-
campaign. The amount of money that is established in the budget can never be sur-
passed. There are two types of budgets that can be created for Facebook advertisements: 
 Total budget 
 Daily budget 
The total budget is the maximum amount that is created for the entirety of the ad-cam-
paign. The advertisement is thus run up until the total budget is spent. The daily budget is 
for establishing a daily average amount for the advertisement. For example, if setting a 
daily amount of 10 euros, that specific amount is spent on the advertisement daily until the 
total budget is met. (Facebook 2020a.) An efficient Facebook ad-campaign is a smart bal-
ance of both budgeting types. 
When the objectives are set and the budget is established, the content for the advertise-
ment is created. The advertisement utilizes all the methods that regular Facebook post 
creation has. There are additional options for choosing placement locations for the adver-
tisements. Facebook, however, recommends using default placements. (Lee 2018.) 
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4 CASE COMPANY ANALYSIS 
The following chapters are fully reserved for describing the parent company Ki-
inteistömaailma and its franchisee Kiinteistömaailma Asuntolaune. The concept of fran-
chising is also opened for the viewer to fully understand the business model of the case 
company. In addition to explaining the core company how it operates, some of their social 
media content pieces are also visualized to provide insight on the study. 
4.1 Franchising 
The business of Kiinteistömaailma operates on a franchising principle, where each individ-
ual office is granted total autonomy for handling day-to-day operations. In each Ki-
inteistömaailma office, there is at least one entrepreneur that owns the office and operates 
as a manager for the hired realtors for the specific Kiinteistömaailma branch office.  
To become a franchise, the entrepreneur pays an initial fee to the franchisor to become a 
franchisee. After this the franchisee continuously pays royalties to the franchisor to obtain 
the use of the franchisors brand and trademark for use in daily operations. The franchisor 
thus has the right and the ability to use the core company’s business model and system of 
doing business. (Entrepreneur 2020.) 
The relationship is highly symbiotic and beneficial for both parties. The entrepreneur does 
not have to spend time figuring out which suppliers to use, which marketing stills to use or 
even worry about getting their name noticed and recognized. The benefit for the franchi-
see is that it removes the logistical difficulty of managing suppliers, marketing, flow of cus-
tomers and creating a trustworthy and reliable brand. (Entrepreneur 2020.) For the fran-
chisor, the core company enjoys a steady flow of income through royalties, and in the 
case of Kiinteistömaailma, a share of the sales without having to micromanage the fran-
chise itself. The franchisee can also take advantage of the mother company’s marketing 
resources for creating stills, videos, holiday greetings and all imaginable high-quality ma-
terials that are free for the franchisee to use. 
4.2 Kiinteistömaailma Asuntolaune 
The parent company Kiinteistömaailma was founded in 1990 and according to their own 
research, currently holds the title of largest real estate brokering chain in Finland when 
measured by the quantity of sales. The brand currently has a little less than 700 employ-
ees on payroll in more than 100 offices nationally. In their website, the brand describes 
17 
their core mission statement as wanting to make the buying and selling of homes as easy 
and safe as possible for their customers. (Kiinteistömaailma 2020a.)  
During the time of writing this thesis, there were two Kiinteistömaailma franchises in the 
greater Lahti area, Kiinteistömaailma Lahden Kodit and Kiinteistömaailma Asuntolaune. 
Kiinteistömaailma Asuntolaune was formed by Hannu Väänänen and employs seven real-
tors and one secretary of sales. The branch is managed by the CEO Hannu Väänänen 
and major shareholder Riitta Turunen. Two of the licensed realtors hold minor shares of 
the parent company as a result of being salespeople of the year for multiple years in a 
row. (Kiinteistömaailma 2020b.) The franchise is relatively successful in the highly com-
petitive field of real estate.  
The case company has had an operational Facebook page for long before I became a 
part of its’ occasional management. The output of content, however, was sparse and only 
covered occasional seasonal greetings and rarely had anything related to marketing indi-
vidual houses and apartments. The content usually had a picture or a video but failed to 
include additional flair in the text field. The committed content most often proved unengag-
ing to followers. There were no schedules in the marketing plan for Kiinteistömaailma 
Asuntolaune. For the longest time, the idea was to have direct sales-oriented marketing 
content roughly one and a half times a week. This also meant that there were no specific 
days of the week for when a post was to be made.  
All Facebook posts in Kiinteistömaailma Asuntolaune’s Facebook page are in Finnish. 
Translations are included in English for all examples showcasing the types of posts that 
the core company has made throughout both time periods. The content pieces are cen-
sored to ensure that this study sufficiently complies with data protection regulations.  
4.3 Sales-oriented content 
Before the second study period in 2019, the core company's social media content plan 
was to market the real estate directly through videos or photos. Up until 2019, the Face-
book content of Kiinteistömaailma Asuntolaune mainly revolved around sales-oriented 
marketing posts. There were mostly two types of real estate marketing content the core 
company was trying to sell through their individual Facebook posts: 
1. Photos of multiple pieces of available real estate that had exhibits on the coming 
weekend. 
2. Targeting a single piece of available real estate with an embedded video showcas-
ing the product. 
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4.3.1 Utilizing pictures in Facebook marketing 
For the first type of social media content, the collage, the real estate was often on the 
hands of a specific realtor. This was because it was simpler to promote one realtor as a 
part of the product being sold. It is common for a real estate realtor to schedule multiple 
exhibits for a single day. Realtors also schedule most common exhibits for the weekends 
because the potential customers often have free time during the weekends rather than in 
the middle of the week. The plan would often be to pick a single realtor and gather the 
most interesting houses, apartments or cottages that the realtor had exhibits on during the 
weekend, preferably on a single day. The picture that is shown as the default online pic-
ture for the real estate is then picked as the main picture and additional pictures are used 
as secondary photos on the collage.  
The amount of real estate promoted in these Facebook posts was often from three to five, 
depending on the availability of interesting real estate. The post would have small text 
about the locations of the real estate, the time schedules for the exhibitions, links for the 
online pages of the real estate on the Kiinteistömaailma webpage and lastly the realtors’ 
contact information. A good example of this type of Facebook post is shown on Image 5. 
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Image 5 Example of a sales-oriented Facebook post using pictures 
The Facebook post utilizing pictures as a visual method showcased in Image 5 translates 
to the following in English: 
There are an astonishing seven exhibition debuts this Sunday 12.8! Get more 
closely acquainted to the attractions on our website: a link to the information page of 
the real estate. As one team. 
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4.3.2 Utilizing videos in Facebook marketing 
When the core company’s aim was to focus a Facebook post on a single piece of real es-
tate, a virtual exhibit video of the house would be used as the main content type. These 
videos made by a professional photographer are one of the many services the customer 
receives as a part of using Kiinteistömaailma as a brokerage to sell real estate. The video 
includes short edited cuts of the camera showcasing the different areas of the real estate 
and are often from one to two minutes in length. The video, while lacking narration, has 
neutral homely music on the background.  
Because these videos were included in many of the real estate targets that Ki-
inteistömaailma had under their brokerage, they would always be utilized if possible. By 
downloading the video file, an embedded video could be created without links to external 
video streaming websites such as Youtube. Thus, for the person receiving the social me-
dia content on their timeline, the experience would be interesting and unobtrusive due to 
the video also starting to play automatically on mute. Attached to the video would be a 
more detailed sales pitch of a few sentences trying to highlight the most attractive aspects 
of the real estate. Also as shown on Image 6, included in the content would also be the 
contact information of the realtor and a link to the house’s information page on the Ki-
inteistömaailma websites. 
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Image 6 Example of a sales-oriented Facebook post using a video 
The Facebook post utilizing a video as a visual method showcased in Image 6 translates 
to the following in English: 
How many times have you seen a detached house and a summerhouse in a same 
package? This pinnacle of an attraction is exhibited Tuesday 28.8. at 16:30 pm! For 
contact: (name of the realtor, phone number and the email address) + a link to the 
information page of the real estate. 
4.3.3 Utilizing paid advertising in Facebook marketing 
During 2019, the core company promoted one house via paid Facebook advertising. The 
house in question was an expensive and exclusive piece of real estate. Because the 
house included a vast garage that fit multiple cars, the aim was to get the product into the 
eyes of people with similar interests. A post was generated that highlights the most mar-
ketable aspects of the house as a collage. The post in question is shown in Image 7. Had 
a video exhibit been created for this piece of real estate, it would have been used instead. 
This post would then be promoted as a paid Facebook advertisement.  
Name, phone number, email address and a link to the real estate’s information 
page censored. 
Real estate address censored. 
Address censored. 
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Image 7 Example of a sales-oriented Facebook post using paid advertising 
The Facebook post utilizing paid advertising methods showcased in Image 7 translates to 
the following in English: 
A car-hobbyist’s dream. By the lake Vesijärvi, quality furnished and well-kept unique 
home with a gorgeous garage building. There are two cranes for cars in the garage 
and a separate carwash-location. Book an appointment for a private exhibition from 
(phone number) + a link to the information page of the real estate. 
Phone number and a link to the real estate’s information page censored. 
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This post had a total budget of 100 euros and a daily budget of 5 euros. The target audi-
ence was people who followed Facebook pages of everything related to car enthusiasm, 
to have people who might own multiple cars see the post and the house in their Facebook 
feed. The target audience was also narrowed down to people who lived in the greater 
Lahti area or in nearby municipalities. No audience targeting was selected for de-
mographics such as gender, age or connections. 
4.4 Fluff content 
As mentioned in previous chapters, fluff content includes all other non-sales-oriented 
pieces of social media content. Fluff can be everything from seasonal greetings to articles. 
Most fluff content in the core company’s Facebook page are seasonal greetings, articles, 
celebrations of staff or company achievements or in-the-moment side-content captured 
from the office. The fluff content is thus categorized into two sub-categories: 
 Seasonal greetings 
 Miscellaneous content 
Seasonal greetings are its’ own category because the format is very formulaic and repeat-
able throughout the years. After all, there are only a handful of ways to wish a person 
merry Christmas, for example. Miscellaneous content includes all that is not sales-ori-
ented content or a seasonal greeting. The amount of categorization that could be done for 
this category is staggering. Thus, all remaining content types are gathered in this one cat-
egory of miscellaneous content. 
4.4.1 Seasonal greetings 
The Finnish national holiday Midsummer is held every year in mid-July. This means that 
the event was present during both 2018 and 2019 time periods that this research was 
conducted on. There are many seasonal greetings throughout the year and most busi-
nesses often seasonal greetings on social media for the national holidays in question. The 
seasonal greetings for Midsummer in 2018 was just a shared post from the mother com-
pany’s Facebook page. In 2019 however, the greeting was created as an original post by 
Kiinteistömaailma Asuntolaune, rather than reusing a post generated by Ki-
inteistömaailma. Both Midsummer greetings in 2018 and 2019 had extremely similar texts 
attached to the post. Both posts are presented clearly in images 8 and 9. 
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Image 8 Midsummer greeting 2019 
Translated in English, the text Midsummer greeting Facebook post showcased in Image 8 
simply says “Have a good Midsummer everyone!” The text in the image used in the fore-
mentioned post translates to “Have a joyful Midsummer fest!”. In the Midsummer greeting 
of 2018 however, the topmost text showcased in Image 9 translates to “Have a lovely Mid-
summer!”, while the text in the picture translates to “Have a relaxing Midsummer!”. As 
mentioned previously, the Midsummer greeting of 2018 was a shared post from the 
mother franchise company’s Facebook page. The original post that was shared used the 
following text when translated to English: “Have a safe journey towards spending Mind-
summer. Let us enjoy the fest of Midsummer in any weather imaginable.” 
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Image 9 Midsummer greeting 2018 
4.4.2 Miscellaneous content 
Miscellaneous content in Kiinteistömaailma Asuntolaune’s Facebook pages consists of 
everything that is not sales-oriented or considered a seasonal greeting. Two examples 
that show the essence of miscellaneous content in the core company’s Facebook activity 
are showcased in Images 10 and 11. The examples are a celebration of a record breaking 
result that the company achieved in July 2019 and a link to an article about a new service 
Kiinteistömaailma started to offer in 2018. All miscellaneous content is free and unformu-
laic in style. There is usually more text than in seasonal greetings but less than in sales-
oriented content. While sales-oriented content has a defined style in the format, the style 
in miscellaneous content is more descriptive. 
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Image 10 Record-breaking July 2019 
Translated to English, the Facebook post showcased in Image 10 celebrating a record-
breaking July in 2019 states the following: 
Summer breaks did not stop us in breaking a record with 40 confirmed sales in July. 
Thank you to all of our hard-working and professional realtors. 
The Facebook post promoting a new service in 2018 translated to the following from Finn-
ish to English: 
We are bringing a completely new Cottage Ready service to the market together 
with Finsilva and Kontio, which will be built entirely on your terms. 
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Image 11 Promotion of a new service. 
4.5 Change in culture 
A change was made to the core company’s Facebook marketing culture between the two 
studied time periods. Before 2019, the culture was to promote as much sales-oriented 
content as possible and most fluff content revolved around seasonal greeting and the odd 
miscellaneous content. No data was studied by this point, but though sheer eye-test re-
sults it could be seen that fluff content was more engaging than sales-oriented content. 
Thus, more emphasis was put towards fluff content in the future. After this, sales-oriented 
content was still occasionally produced but it was not generated one and a half times a 
week as it was formerly generated. 
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5 FINDINGS 
The following chapters dissect the results of conducted research during the two study pe-
riods. The results are visualized with the help of graphs and dissected with further analy-
sis on the reasoning of the results. The organic growth of the Facebook page must also 
be taken to account. The amount of total likes on a Facebook page directly affects the 
amount of people seeing the content on their feed. The total amount of organic individuals 
that have liked the Facebook page of Kiinteistömaailma Asuntolaune was 319 at the be-
ginning of the 2018 study period and 339 by the end. At the beginning of the study period 
in 2019, the Facebook page had cultivated 420 individual people liking the page. By the 
end of the 2019 study period, the likes for the page was 436. The growth is by all appear-
ances organic and dramatic differences in the data results can be resulted in factors other 
than organic page growth. 
5.1 Quantity and Purpose 
The culture change between the two research periods resulted in far less total posted con-
tent in the summer of 2019 than in 2018. In the three-month timespan, only 15 posts were 
generated in 2019, while 2018 held an amount of 41 posts in total. This is because the 
loose marketing plan established before 2019 only covered posting of sales-oriented con-
tent at least once a week, resulting in a higher amount of total quantity of posts. The 
change in culture between the two years resulted in less content being posted in 2019 
than before. The overall quantity of Facebook posts between both study periods in 56. 
The results are highlighted by amount in Figure 1. 
 
Figure 1 Divide of the total amount of Facebook posts content between the summers of 
2018 and 2019 
41
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Total amount of posts by year
2018
2019
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The divide between the amount fluff content and sales-oriented content was also radically 
different between the two summers. The change in culture shifted emphasis from sales-
oriented content to a more fluff-heavy plan in the core company’s Facebook presence. 
This resulted in far more fluff content being posted in the summer of 2019 than 2018. In 
2018, 68% of all the posts were sales-oriented and the remaining 32% was fluff content. 
In 2019 however, the amount of fluff content was 73% with the remaining 27% being 
sales-oriented Facebook posts. The change in culture between the two years resulted in 
the company focusing more on fluff content. The total amount of fluff content 2019 was 
not more than in 2018. In 2018, 13 out of 41 posts were considered fluff content, while 11 
out of 15 posts were fluff in 2019. While the total amount in 2019 was less than in 2018, 
the share of all content being posted is far more than in 2018. The divide of content pur-
pose between the two years is showcased by percentage in Figure 2. 
 
Figure 2 Divide of fluff and sales-oriented content by percentage between the summers of 
2018 and 2019 
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Photos were by far the most used type of visual media used in the Facebook posts of Ki-
inteistömaailma Asuntolaune. Individual singular pictures were 36% of all 56 posts across 
both study periods. Multiple pictures in the form of collages were 18% of all posted con-
tent. Photos together, be in singular or in a collage, hold over half of all generated Face-
book content. All this data is showcased in Figure 3. 
There is a clear use of certain visual media methods in the different content purposes. As 
highlighted in Figure 4, only one video was used in fluff content across both study periods. 
A staggering amount of singular pictures were used in fluff content. Collages were mainly 
used in sales-oriented content. The least used methods of visual content in total were 
shared videos from other Facebook pages. 
 
Figure 3 Divide of visual media content type by percentage across all data 
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Figure 4 Divide of the total amount of visual media content type between purpose across 
all data 
5.2 Engagement 
Even though 2019 had far less Facebooks posts in total than in 2018, the amount of en-
gagement was still more in 2019. As showcased in Figure 5, 2019 had 501 overall en-
gagements as 2018 had had just 481. The total engagement across both study periods is 
982. As seen in Figure 2, the second study period in 2019 had a much larger emphasis on 
fluff rather than sales-oriented content. 
The fore-mentioned result is verified when studying the average amount of engagement 
by content purpose showcased in Figure 6. Across both study periods, fluff content had 
engaged far more people than sales-oriented content. Fluff content has managed to en-
gage an average of 30 people per Facebook post, which is staggeringly high compared to 
the average of 8,1 per post in sales-oriented content. Thus, it can be observed that fluff 
content has proved much larger results in engagement than sales-oriented content. 
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Figure 5 Divide of engagement between the summers of 2018 and 2019 
 
Figure 6 Average of engagement by content purpose across all data 
By average, posts with just a single photo gathered more engagement on average than 
any other visual media type. As showcased in Figure 7, Facebook posts that were just 
shares of from other pages were least engaging across both study periods. Videos, that 
were also the most used media type in sales-oriented content engaged less than photo 
collages. The media type that yields the best engagement results is the use of a picture in 
a Facebook post. By observational deduction, photos are the most engaging method of 
visual media in Facebook. 
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Figure 7 Divide of engagement by visual media type across all data 
5.3 Paid advertising 
By looking at the engagement results of the Facebook post that used paid advertising 
methods showcased in Image 7, paid advertising yields staggeringly elevated results 
when compared to organic sales-oriented content. The one individual post that used paid 
advertising had a total of 125 people engaged in the content. As shown on Figure 6, the 
average engagement in an organic sales-oriented Facebook post is just 8,1. For 100 eu-
ros, this one Facebook post had managed to yield engagement results that are over ten-
fold the amount of organic sales-oriented Facebook content. Whether the payment itself if 
worth it for the business, is a different question. However, it can be observed that paid Fa-
cebook advertisements provide superlative results when compared to organic sales-ori-
ented marketing. 
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6 SUMMARY 
The research was conducted with data provided from a relatively small scaled local real 
estate company. While the data and results can be applied to other entrepreneurial fields, 
it must be taken to account that real estate is a business that sells expensive products 
and services in a very small quantity. The research question does not pre-dictate any cer-
tain business type, therefore the results can be in a general sense applied to most other 
fields. The distribution of content purpose in a businesses’ social media presence should 
not be comparable to the types of conducted commerce.  
This thesis is aimed to provide better understanding for marketing in social media, and es-
pecially in the social media platform Facebook. To help with explain the fore-mentioned 
key concepts, a plethora of core concepts were also introduced and explained. Digital 
marketing is a new branch in the broader marketing concept that should be utilized in all 
entrepreneurial fields. There are many different social media platforms, most of which 
work within the same principles. To better understand the entirety of the social media 
landscape is a better understanding on marketing possibilities. The research was con-
ducted by using quantitative data analyzed with mixed contextual methods. 
Several sub-questions were successfully attempted to be answered to help with tackling 
the main research question. One of these sub-questions were to find out what visual me-
dia type is most effective in social media. As presented in figures 4 and 7, all findings in 
this thesis point to individual pictures being most effective in attaining engagement in po-
tential customers. Another sub-question was presented to examine how paid advertising 
on Facebook affects engagement numbers. The answer to this question is a definite in-
creased trend in engagement numbers. From data conducted by this research, a Face-
book advertisement with a budget of 100 euros has 1443% more engagement levels than 
the average of organically posted pieces of sales-oriented Facebook marketing content 
without paid advertising. 
The main research question inquired on what kind of social media content provides the 
most engagement in potential customers, while the last sub-question was aimed to find 
out whether non-sales-related content is more engaging among people. The last sub-
question turned out to be the answer to the main research question. Based on all the data 
presented in figure 6, the answer to the last sub-question is a definite yes. Content that 
does is not attempting to directly market a certain product or a service is more engaging 
than direct sales-targeted marketing.  
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While the findings in this research illustrates a clear trend on consumer behavior in social 
media, it leaves much for possible follow-up research. For instance, why do people tend to 
engage more on social media content that utilizes individual pictures? Why is direct mar-
keting of products and services significantly less prone to engagement that fluff pieces? 
All these questions could be researched by asking the people on social media to answer 
questionnaires that directly provide these questions. 
To summarize, all businesses should focus on the content purposes and media types that 
are used in their social media presence. There are clear differences in the effectiveness of 
media types, flair and style when practicing marketing in social media.  
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